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1: INTRODUCTION 
PART A 
1.1 AN OVERVIEW 
The combination of ever-increasing competition 
from new products and brands and the traditional worry 
that consumers are being inundated by too many advertising 
claims has convinced many advertising people that 
EMOTIONAL PERSUASION (i.e. sex appeal) is a necessary 
ingredient in advertising. To the eye of even the most 
casual observer, the increase in the use of sex appeal in 
recent years has been most noticeable. This increase has 
been observed in several ways: 
in the number of product s for which such appeals 
are utilised, 
in the wider variety of products for which sex 
appeals are more commonly used 
in the intensity of appeals used. 
Every media consumer is alert to "sex in 
t 
advertising". Its pervasive use and misuse are cons antly 
before us and typically elicit strong reactions. Most 
people argue that advertisements, as long as they are not 
obscene, reflect society and its collective life-styles. 
Nudity and the risque are part of the contemporary world 
in vv^ hich advertising is embedded. 
Advertisers continue to believe that products can 
be endowed with a sex-role image that will position the 
brand as acceptable to a single target market consisting 
of consumers of one sex. They often "gender" their brands 
and ordinarily do so through the use of sex stereotypical 
messages or potrayals (eg. MS cigarettes). 
1.2 SEX APPEAL IN INDIA 
Sex apeal has been used in India, since times 
immemorial. Earlier on, there was the man with his 
"dugdugi" going around villages selling aphorodasiacs, 
thereby using verbal sex apeal. From then to now 
advertising in India has come a long way. Sex appeal is 
UHod in various ways ranging froma suggestive gesture (eg. 
Lakme maximum moisturising lotion) to the erotic (eg. 
Kamasutra). 
Advertisers have found ways and means of getting 
round Door Darshan restrictions and potraying what they 
want to. 
1.3 OBJECTIVES OF USING SEX APPEALS 
Several reasons for employing sexually oriented 
themes are to gain product and brand attention, 
recognition, recall and sales. 
Obtaining the reader or viewers attention is often 
the advertisers most difficult task. Since low attention 
draw usually results in lov/ recall of product and brand 
names, any strategy, including the depiction of scantily 
dressed females, that is likely to increase attention and 
recall may be considered worth while. Sex being one of 
the most basic human motives, there are few appeals in 
advertising that equal its attention getting value. Many 
psychologists believe that the skillful manipulations of 
sexual appeals may arouse subconscious desires that 
manifest themselves in the purchase of goods & services. 
Also the discreh • use of attractive and appealing female 
models is believed to elicit positive product evaluations. 
The old adage "what is beautiful is good" applies to the 
use of attractive models in promoting some products. 
1.4 ADVANTAGES AND DISADVANTAGES OF USING SEX APPEALS 
1.4.1 To list a few benefits of using sex appeals:-
(i) such advertisements attract a great deal of 
attention 
(ii) an obvious congruity between the illustration and 
the product advertised will contribute positively 
to recall by projecting the illustrations as 
appropriate and logical, rather than as an overtly 
sexual attention getting device. This implies 
that those advertisements in which the 
illustration and message are logically associated 
(eg:- Liril soap) will be more effective in 
producing recall. 
1.4.2 The demerits would be:-
(i) the reader/viewer may not associate the sexual 
illustration with the product name. This could be 
because of the incongruency . between the 
illustration and the product (eg. Ranutrol Hansa 
Aqua Mixer ad). This will result in low recall. 
(ii) sexual appeals may be unbelievable and also 
destroy the logical unity of an ad. This is 
likely to reduce the products appeal. 
(iii) high noticeability of an ad need not always 
translate into higher sales. The gap between 
usership and ad appeal continues to be massive and 
this is what the advertiser should beware of. 
(iv) the type of interest sex evodes often stops 
exactly where it started - with sex. The 
advertisers may be trading persuasiveness for 
stopping power. 
1.5 PRODUCT CATEGORIES IN WHICH SEX APPEAL IS USED 
Sex appeal is best used for a product that 
promises a person that he/she will be more attractive or 
charming or somehow more appealing to the opposite sex. 
The promise of a revived youth or atleast a younger 
appearance is eaually strong. It may be used in typically 
male consumer product where the main idea is to project a 
macho image or to give a feeling of masculinity/manlihood 
(eg. Ba ja j-Luminaries-Atlas-^viirnof f- Aramusk soap). For 
females, this strategy may promote fantasy identification 
with the models use of the advertised product. Eg. women 
may be exhorted to use an advertised brand of skin lotion 
so that they will be as beautiful as the model (eg. Lakme 
maximum moisturising lotion). 
Essentially it is best used for products with a 
personal touch. eg. cosmetics. But it use can be found 
in ads for consumer products (clothing, cosmetics, 
toiletries, food stuffs) and consumer durables (motor 
cars, cameras). 
1.6 HOW SEX APPEAL IS USED IN AN ADVERTISEMENT 
In terms of elements of an advertisements, sex 
appeals is used mainly in the visual and very rarely, the 
headline. The copy is not made sexually suggestive 
because that implies use of double entendre and it leaves 
an unpleasant taste. 
No specific norms as regards music, colours and/or 
lettering of such advertisements are followed. What is 
often used is husky voice/music (eg. Kamasutra), greyish 
tones for photographs, a very windy look on girls face 
(eg. girl in VIP frenchie ad), or a hand shown gently 
caressing the face and/or neck (eg. Akil ad, Lakme Nail 
Polish ad). As for headlines, one example is the Mivea 
i^ocly ad "What does one offer a woman the only touch your 
skin need. or Godrej is making advances towards its 
customers. Only technological advances". 
1.7 REACTIONS TO SEX APPEAL 
The reactions to such use of sex appeal have 
ranged from outcries of dismay and disgust to claims that 
such appeals are merely reflective of the times or of 
cultural change. One veteran advertising man, when 
describing increased usage of sex appeals, said: 
"Advertising is making fewer outrageous claims but we are 
making them in a more outrageous manner. In todays over 
crowded world, you have to be outrageous to stand out in 
the crowd". Another contention is, "We do see more (use 
of sexual appeals) but only because we are seeling more 
commercials". 
l.^etiinifit 3 have always decried the "sexploitation" 
of women in advertisements. Sexual illustrations may be 
unappealing to many women. They have more negative 
attitudes than males towards the use of sexual themes. 
Suggestive ads are likely to conflict with the personal 
values of some of the audience and evoke a negative 
emotional state. 
When compared to advertising abroad, we have a 
long way to go and particularly so, when it comes to using 
sex appeals. They are light ahead of us. Most of this 
comes from the fact that we are a conservative society 
because of which Doordarshan has imposed far too many 
restrictions. As Alyque Padamsee put it, "the one thing 
that plagues every Indian advertisers is that big brother 
DD if; watching"! Apparently, ad agencies have to seek DD 
approval for and explain the rational behind using sex 
appeal. 
In the years to come, one can see advertising 
emorging as a very important industry. The entry of the 
giant MNC's (due to the recent liberalisation) like 
Coca-cola, IBM, Kellogs, etc. will only make competition 
tougher. As a result of this, the advertisers biggest 
problem will be attracting the consumers attention and he 
is then likely to go to any lengths to do so greater use 
of sex-appeal could be one of them. 
PART C 
A HIERARCHY - OF - EFFECTS MODEL OF THE COMMUNICATION 
PROCESS: 
An advertising goal certainly involves, a 
communication model. Advertising is mass, paid 
communication that is intended to create awareness, impart 
information, develop attitudes or induce action. 
It is important to recognize that advertising is 
mass communication and is only a part of the total 
marketing effort. A marketing objective is not an 
adequate substitute for an advertising subjective. 
Instead, there must be a hierarchy of objectives. 
In DAGMAR, the communication task is based on a 
specific model as shown below: 
Unaware 
Aware 
Comprehension and Image 
4-
Attitude 
J. 
Action 
The initial task of the brand is to gain awareness 
to advance one step up the hierarchy. The second is brand 
comprehension. This implies that before a person likes or 
dislikes a brand, he/she must learn something about it. 
The third step is he attitude or conviction step and 
intervenes betv/een the comprehension or image stage and 
final action. One way to measure attitude is to us a 
5-pont sealer-
Dislike . Dislike Neutral Like Like 
Strongly Slightly Slightly Strongly 
The final step is defined as the action phase in 
which the buyer makes some overt move. The buyer may try 
a brand for the first time or try an existing brand in a 
different setting. 
2: OBJECTIVES 
The following were the objectives to the achieved 
in the project study: 
a) to test for recall (unaided and aided) for both 
brands in a product category. 
b) to test for elements of the two ads under question 
c) to test for comprehension of both the ads 
d) to test for conviction of both the ads 
e) to measure attitude on a 5 point scale 
f) to test for purchase intention between the brands 
The following hypothesis are to be verified: 
(i) there is no difference in the unaided recall for 
ads with sex appeal and unaided recall for ads 
without sex appeal. 
(ii) there is no difference in element wise recall ads 
with sex appeal and element wise recall of without 
sex appeal. 
(iii) there is no difference in conviction by ads with 
sex appeal and conviction by ads without sex 
appeal. 
3: TEST OF EFFECTIVENESS 
Three product categories - condoms, bath towels 
and soaps representing Fantasy, Inappropriate and 
Functional dimensions respectively- were identified to 
test the effectiveness of sex in advertising. The print 
advertisements of condoms and bath towels and TV 
commercials of soap were tested. 
In each category, two brands were chosen for 
testing and comparing advertising effectiveness; one of 
which makes use of sex appeal in its advertising and the 
other does not. The brands identified were: 
Sex Appeal No sex Appeal 
1. Condoms 
2. Bath Towels 
3. Soaps 
Kamasutra Kohinoor 
Bombay Jagdish 
Dyeing "Ultrax" Towels 
Liril Lux 
The print advertisements were tested for recall 
(of brand and elements of the ad) degree of like/dislike 
and purchase intention by using the Portfolio method. 
Respondents were shown the ads being tested, along with a 
number of "Control ads" (given in Annexures) and then 
questioned on above aspects. 
The TV commercials were tested for recall (of 
brand and elemen s of the commercials), degree of 
like/dislike and purchase intention. 
4: RESEARCH DESIGN 
4.1 Steps involved in the design of the research 
project v^ ere: 
a) 
b) 
c) 
Specification of research objectives; 
The objective of the study was the evaluation of 
the effectiveness of sex appeals in advertising 
for three product categories - print 
advertisements, for condoms and bath towels and TV 
commercials for soaps. 
Listing required information; The information to 
be collected to meet the objectives was: 
(i) measures of respondent recall for the ads. 
being tested, 
(ii) measures of respondents like/dislike for the 
ads, and 
(iii) measures of purchase intention of 
respondents 
Data Collection; Data was collected through an 
administered questionnaire which had both 
close-ended and open-ended ques. tions, including 
dichctomous and multiple choice questions. The 
responses to the various questions were noted down 
by the questionnaire administrator. Leading and 
ambiguous ques ions were consciously avoided. The 
questionnaire was administered through personal 
interviews since they were required to go through 
a "portfolio" of advertisements being tested, before 
answering questions. 
d) Selecting Sample type; Sampling was decided to be 
done on the basis of convenience. As a. result, 
the entire sample consisted of Aligarh University 
Students in the age group of 19-23 years-
e) Sample size; The sample size for the study was 
102. 
f) Analysis of data collected; Data analysis was 
carried out using statistical techniques like the 
Chi-Square test . 
4.2 Sample design 
Steps involved in designing the sample were: 
a) Definition fo Population 
(i) Sample Element - Students in Aligarh 
University, 
(ii) Sample Unit - Residential Hall in Aligarh 
University. 
b) Sample size - 102 
c) Sample Type - Convenience Sampling. 
5: METHODOLOGY 
5.1: The respondents were asked to go through a 
"portfolio" of print advertisements, which had the two 
pairs of advertisements being tested and 8 "control" 
advertisements. After they had studied the portfolio, 
they were tested for unaided recall of the experimental 
advertisements and aided recall in case of no unaided 
recall. This was followed by questions relating to their 
recall of various elements of the advertisements - visual, 
headline, copy, slogan and logo. They were asked to give 
their opinion an each of the advertisements on a 5-point 
scale: 
1- Dislike Strongly 
2- Dislike Slightly 
3- Neutral 
4- Like Slightly 
5- Like Strongly 
Purchase intention for the brands under question 
was also asked. The reasons for the same were also listed 
down. 
Data Analysis: 
Data Analysis was done using the Chi-Square test , 
which is used to determine if the differences obtained 
between two sets of data are significant. It makes use of 
the "observed" set of data and an "expected" set of data, 
(which is derived from the observed set) to arrive at a 
value which summarizes the difference in the two sets of 
data. This statistics is employed to test the "null 
hypothesis", which states that there is no significant 
difference between the two sets of data, and any 
variations are the result of the experimental process 
only. The value of pf that is obtained is compared with 
the table Chi-Squares values (say, V), 
If /^ > v, null hypothesis is rejected and the 
observed differences are considered to be significant. 
If or < V, null hypothesis is accepted and the 
differences are considered to be due to sampling 
variations only. 
The table of "observed" frequencies (0) is 
constructed using actual counts and not prcentages. Thus, 
given a' table: 
C D Total 
A 65 55 120 
B 35 45 80 
Total 100 100 200 
(A,B,C,D) are variables). 
The table of "exected" frequencies (E) will have 
element s. 
100 X 120 ^„ 120 X 100 _ f-n 
En = = 60 Ell " ~ ~ ^° 
^^ 200 200 
and so on. Thus, the table: 
E D Total 
60 60 120 
B 40 40 80 
Total 100 100 200 
(0-E) 2 
X 
E 
(65-60)2 (35-40)2 (55-60)2 (45_40)2 
60 40 60 40 
= 2.084 
Degree of freedom (d.f.) = (r-1) (c-1) 
Where, r = number of rows 
c = number of coloumns 
In this case, d.f. = (2-1) (2-1). 
= 1. 
2 
The table value of Of for 1 degree of freedom at 
5% level of significance is 3.84. Thus, the calculated 
value is less than the table value and the null hypothesis 
is accepted. There is no significant difference between 
the two sets of data, except that caused by sampling 
variations. This statement can be made with 95% 
confidence. 
This procedure is applied to the various table of 
data obtained from the study. The null hypothesis is : 
There is no significant difference between the data sets 
for ad A and ad B. Thus, it is determined if significant 
differences exist between recall of an ad with sex appeal 
and another ad without sex appeal, for both brands in a 
given product category. 
LIMITATIONS 
The sample of respondents was chosen on the basis 
of convenience This particular sample need not be 
representative of the general population which 
would react favourably to an ad with sex appeal. 
In the case of print ads, the impact of the 
commercial seen on TV was very strongly felt 
("carry-over effect"). Thus a respondents' recall 
of the headline/slogans, for example was greatly 
influenced by his memory of the TV commercial. 
The impact of the two media cannot be judged by 
taking the advertising in one medium in isolation. 
The ads. in a portfolio (a bunch of few ads) 
rather than in actual magazines containing 
editorial as well as advertising content. In a 
magazine with the material on adjoining, pages 
competing with the ads for the reader's attention, 
different results may be obtained. 
High or low recall can also be attributed to the 
respondents familiarity with the ad or the 
advertising approach, since most of the ads tested 
have been running for a long time. 
7: ANALYSIS 
PRODUCT CATEGORY 1 - CONDOMS (Prints ads) 
Kamasutra - Ad with sex appeal 
This particular ad by Lintas is one of a series of 
ads that have been released in print. A conmercial which 
is shown on Video/ etc. has also been made. 
The ad shows a picture of a couple in an extremely 
intimate pose. On a first glance, one gets the impression 
that they are unmarried. To the right of this visual is a 
very brief write-up - part of it picked up from the 
"Kamasutra" book and the other part describing the 
product. This ends with the logo "Kamasutra" and the 
slogan "Just ask for KS". 
The visual has been done entirely in shades of 
black, white and grey, all with a very bluish hue to it. 
The copy is in black against a stark red background. The 
glaring contrast in colours used for the visual and the 
copy serve to add to the mystique and aura of the ad. Its 
main idea is "KS for the pleasures of making love". 
Unlike most other ads for condoms, this one does not talk 
of family planning. 
ADAM - Ad without sex appeal 
This print ad, is backed by New Print. It is an 
ad in which a couple of Cartoon very intimate to each 
other. There is nothing suggestive about the ad. It has 
an extremely arresting headline freedom to love, when and 
as you like. It is in white letters agains a pink 
background. Next comes the visual after which is the ADAM 
logo printed (half bitten Apple). The copy is short with 
a bold written letter. The line premium quality condom 
ending with the Bold written the name of the Product 
"ADAM". 
The main idea of the ad is propogating family 
planning use Adam to safely space the children. Perfect 
sex appeal is not used anywhere to promote the brand. It 
is more of a Funny appeal. 
DATA FINDINGS 
PRODUCT CATEGORY 1 - CONDOMS 
1. Unaided recall: 
(a) In case of the Kamasutra ad, this figure was 85% 
(i.e.) 29 of 34 respondents recalled seeing it in 
the portfolio. 
(b) for the Adam ad, it was 62% (i.e.) 21 of 34 
respondents recalled it. 
2. Aided recall: 
(a) For the Kamasutra ad, there was 100% aided recall 
(i.e.) all of the 34 respondents recalled the ad, 
when aided by product category. 
(b) This figure was 76% for the ADAM ad (i.e.) only 26 
of the 34 respondents recalled it. 
3. Element-wise recall: 
(i) Visual 
(a) There was 100% recall of the Kamasutra visual. All 
of the 34 respondents recalled seeing it. 
(b) There was no coverage of visual for ADAM. 
(ii) Copy 
(a) 47% of the respondents (i.e) 16 of 34, recalled 
the Kamasutra ad copy. 
(b) Only 18% of the respondents (i.e) 5 of 28, 
recalled the copy in the Adam ad. 
(iii) Logo 
(a) 26% of the respondents (i.e) 9 of 34, recalled the 
Kamasutra logo. 
(b) 21% of the respondents (i.e.) 6 of 28 recalled the 
Adam logo. 
(iv) Slogan/Headline 
(a) 24% of the respondents (i.e.) 8 of 34 recalled the 
slogan of Kamasutra ad. 
(b) 40% of the respondents (i.e.) 11 of 28, recalled 
the Adam ad headline. 
4. Conviction: 
(a) 85% of the respondents (i.e.) 29 of 34, were 
convinced by the Kamasutra ad. 
(b) 55% of the respondents (i.e.) 21 of 28, in case of 
the Adam ad, were convinced by it. 
5. Opinion (degree of like/dislike): 
(a) Opinion of the respondents of the Kamasutra and 
centred around "Like Slightly". 
(b) In case of the Adams ad, the opinion was 
"Neutral" tending towards "Like Slightly". 
6. Purchase intention: 
89% of the respondents (i.e.) 25 of 28, said they 
would recommend Kamasutra whereas 11% (i.e.) 3 of 
28 said they would recommend Adam condom. 
DATA ANALYSIS 
Unaided recall for Kamasutra and ADAM: 
Observed Table: 
Recall 
No recall 
Total 
Kamasutra 
29 
5 
34 
ADAM 
21 
13 
34 
Total 
50 
18 
68 
Expected Table; 
Recall 
No recall 
Total 
Kamasutra 
25 
9 
34 
ADAM 
25 
9 
34 
Total 
50 
18 
69 
0 
29 
5 
21 
13 
E 
25 
9 
25 
9 
(0-E) 
16 
16 
16 
16 
(C 
0. 
1. 
0. 
1. 
4. 
I-E)" 
64 
78 
,64 
,78 
.84 
VE 
' 
The table value at 1 degree of freedom and 95% 
level of confidonco is 3.84. Since the''V^  value 
(4.84) is greater than the table value (3.84), the 
null hypothesis is rejected. Hence, there is 
significant difference in the unaided recall for 
ads with sex appeal and unaided recall for ads 
without sex appeal 
2. Aided recall: It is not possible to do a 
4 
Chi-Square test on this set of data. One of the 
conditions for doing a Chi-Square» test is that, 
there should not be less than 5 observations in 
any one cell. The value ofT^will be over estimated 
and result in too many rejections of the null 
hypothesis. The observed table is: 
Recall 
No recall 
Total 
Kamas 
34 
0 
34 
ut ra ADAM 
2() 
8 
34 
Total 
60 
8 
68 
3. Element - wise recall: 
(i) Visual: The problem here is as above. Since 
recall is 100% for Kamasutra and there is no ad 
for ADAM. 2 of the cells have the value 0; one 
cannot do a Chi-Square test. 
Recall 
No recall 
Total 
Kamasut 
34 
0 
34 
ra ADAM 
28 
0 
28 
Total 
62 
0 
62 
(ii) Copy: Observed table: 
Kamasutra 
Recall 16 
No recall 18 
Total 34 
ADAM 
5 
23 
28 
Total 
21 
41 
62 
Expected table: 
Recall 
No reca 
Total 
0 
16 
18 
5 
23 
11 
E 
12 
22 
9 
19 
Kamasutra 
12 
22 
34 
(0-E)^ 
16 
16 
16 
16 
ADMS 
9 
19 
28 
Total 
21 
41 
62 
(0-E)^/E 
1.33 
1.78 
0.73 
0.84 
4.68 
Value of '^^(4.68) is greater than the table value 
(3.84), thereby rejecting the null hypothesis. Hence, 
there is significant difference in recall of copy of ads 
with sex appeal and recall of copy of ads without sex 
appeal. 
(iii) Logo: Observed Table: 
Kamasutra 
Recall 9 
No recall 25 
Total 34 
ADMS 
6 
22 
28 
Tota 
15 
47 
62 
Expected table: 
Recall 
No recall 
Total 
Kamasutra 
8 
26 
34 
ADMS Total 
7 15 
21 47 
28 62 
0 
9 
25 
6 
22 
8 
26 
7 
21 
(0-E)' 
1 
1 
1 
1 
(C 
0 . 
0 . 
0 . 
0 . 
0 . 
I - E ) ^ 
125 
,038 
,143 
.048 
.354 
7 E 
The'V^value (0.354) is less than the table value 
(3.84) and therefore the null hypothesis is accepted. 
Hence, there is no significant difference in the recall of 
Logo of ads with sex appeal and recall of ads without sex 
apeal. 
(Iv) Slogan/Headline; 
Recall 
No recall 
Total 
Observed table: 
Kamasutra ADAM 
26 
34 
11 
17 
28 
Total 
19 
43 
62 
Expected table: 
Recall 
No reca 
Total 
0 
8 
26 
11 
17 
11 
E 
10 
24 
9 
19 
Kamasutra 
(C 
4 
4 
4 
4 
10 
24 
34 
)-E)^ 
ADAM 
9 
19 
28 
Total 
19 
43 
62 
(0-E)^/E 
0.4 
0.17 
0.44 
0.21 
1.22 
The table value (3.84) is greater than the "V^value 
(1.22) The null hypothesis is accepted. Hence there is 
no significant difference in the recall of slogan/headline 
of ads v\rith sex appeal and the recall for the same in ads 
without sex appeal. 
Conviction: Observed table: 
Kamasutra 
Agree 
Disagree 
Total 
Expected table: 
Agree 
Disagree 
Total 
29 
5 
34 
ADAM Total 
21 . 50 
7 12 
28 62 
Kamasutra 
27 
7 
34 
ADAM 
23 
5 
28 
Tota 
50 
12 
62 
0 E (0-E)^ (0-E)^/E 
29 27 4 0.148 
5 7 4 0.57 
21 23 4 0.174 
7 5 4 0.8 
1.692 
The table values is greater than the'V* value and 
the null hypothesis is accepted. There is no significant 
difference in conviction by ads with sex appeal and 
conviction by ads withou sex appeal. 
5. Opinion Scale: A5-point scale was used to measure 
degree of like/dislike of the respondents. 
Dislike Dislike Neutral Like Like 
Strongly Slightly Slightly Strongly 
Respondents were asked to mark out their opinion 
of the ad on this scale. The average like/dislike scores 
were found using the formula: 
fS r - ', Where, fi = frequency of the 
^-1 ~ C Z, C ^  i scale position, 
(a) The score for Kamasutra is: 
x(KS) = (18x5) + (4x9) + (3x3) + (2x2) + (1x2) 
34 
= 4.2 
b) The score for Adam is: 
x(K) = (5x5) + (4x10) + (3x8) + (2x5) 
28 
= 3.5 
Thus, the relative positions of the ads are: 
Dislike Dislike Neutral Like Like 
Strongly Slightly Slightly Strongly 
1 2 3 4 5 
ADAM Kamasutra 
QUALITATIVE ANALYSIS 
1. Respondents were asked to give the main idea/mess-
agee of the ads to check for comprehension. For 
the Kamasutra ad, most people feld the main idea 
was "Selling Condoms for safe sex and use for 
pleasure". Almost 50% of the respondents said 
this. The others mainly said "use KS for 
passionate, pleasurable and wild sex" and "sex for 
fun". In case of the Adam ad, the message was 
clearly "family planning" (80%) and "Adam for 
older mature couples" (20%). 
2. Respondents were also asked to state their reasons 
for their conviction (or otherwise) in the ad. 
Some of the main reasons that people gave for 
being convinced by the Kamasutra ad are: the choice of 
models ("of our age"), their intimate posture and the copy 
(the lines quoted from Kamasutra, the book). This can be 
attributed to the fact that the sample consisted entirely 
of students in the age group of 19-23 years. The high 
conciction (85%) comes from this. 
In case of the ADAM ad, almost 70% of the 
respondents, who agreed with what the ad said, were 
convinced because of the headline. The visual came next 
with 30% respondent stating it as one of the reasons. 
Most respondents found the use of the colour pink in 
various shapes very appealing & soothing. The only reason 
for disagreeing with the ad was that "it caters to an 
older set of people. 
3. Respondents were asked to list down what they 
liked/disliked about the ads, before marking 
out their opinion on the 5-point scale. 
Almost 80% of the respondents like the visual in 
the Kamasutra ad. The ad compaign was found to be bold 
and best suited to the product. The same set of people 
also disliked the visual for its "blatancy, vulgarity". 
The copy also ranked quite high among the likes. It was 
found to be very short crisp and appropriate to the 
product. 
In the case of the ADAM ad, the pink shades in the 
visual were liked by almost 65% of the people. What 
respondents definitely did not like about the ad was the 
"soft" approach it used. The ad was just not hard hitting 
enough, they felt. The long and drab copy was also an 
irritant. 
4. Reasons cited for the high (89%) purchase intent 
of Kamasutra essentially come from the fact that 
the respondents felt a strong sense of 
identification with the brand. It was often 
quoted as "my kind of thing" "psychologically more 
appealing" and "fun approach". 
The only reasons st ated for recommending ADAM was 
that it was perceived to be a stable brand since it has 
been in the market place for long. 
Finally what really saw Kamasutra winning hands 
down was: a bold ad showing people's fantasies boldly and 
a very strong identification with the brand personality. 
^10^^S^ AZAO 
'*r Ace No. 
PRODUCT CATEGORY II - SOAPS 
LIRIL - AD WITH SEX APPEAL 
This TV COMMERCIAL HAS BEEN DONE BY Lintas and has 
not changed over the years. The main theme has remained 
the same, only the model has changed. 
ir shows a young girl in a bikini splashing around 
in a waterfall. There is prodominant use of the colour 
green. She is bathing and is apparently enjoying every 
minute of it. The setting is a natural one with a free 
flowing water fall giving the feeling of openness and away 
from concrete jungles. 
The jingle in the background "La la la" is on the 
lines of" tunes that are hummed when bathing. Slices of 
lime are shown on the screen occasionally. The ad ends 
with the slogan "Neebuon ki sansanati taazgi wala Liril". 
It is a very crisp ad and keeps one glued to the TV when 
it is aired. This is despite the fact that the same ad 
has been shown for the last 17 odd years. 
LUX-AD WITHOUT SEX APPEAL 
This commercial is possibly as old as the Liril 
one, if not older. It uses endorsement of filmstars to 
sell the brand. 
The ad starts with the line "International Lux ab 
aa raha hai". This is matched with the background of 
foreign countries. The scene then changes and a popular 
Hindi Film actress is shown. The ad then revolves 
entirely around her. The commercial ends with the slogan 
"filmi sitaron ka sundarya sabun". 
Lux has changed its models frequently over the 
years. In fact, every few months there is somebody 
different endorsing it. Another noticeable aspect is the 
fact that almost always the actresses are wearing clothes 
whose colours match with that of the soap. Somewhere down 
the line, HLL introduced 3 variants of the soap, for 
different types of skins. But the advertising remain 
unchanged. An element of repititiveness has come into it 
and people are no longer tempted to watch if for the 
filmstars. 
Lux 
16 
18 
34 
Total 
36 
32 
68 
DATA ANALYSIS 
Unaided recall for Liril and Lux 
Observed table: 
Liril 
Recall 20 
No recall 14 
Total 34 
Expected table: 
Liril 
Recall 18 
No recall 16 
Total 34 
0 E (0-E)^ 
20 18 4 
16 18 4 
14 16 4 
18 16 4 
The table value (3.84) is greater than the "Rvalue 
(0.94) thereby accepting the null hypothesis. Hence there 
is no significant difference in the unaided recalls of ads 
with sex appeal and unaided recall of ads without sex 
appeal. 
Lux 
18 
16 
34 
:
(0-E) 
0.22 
0.22 
0.25 
0.25 
0.94 
^ 
Total 
36 
32 
68 
'/E 
2. 
2. Element - wise recall: 
(i) Visual: It is not possible to do a Chi-Square test 
on this set of data. One of the conditions for 
doing a Chi-Square test is that, there should not 
be less than 5 observations in any one cell. The 
value of will be over estimated and result in 
too many rejections of null hypothesis. The 
observed table is: 
Liril 
Recall 32 
No recall 0 
Total 32 
(ii) Slogan: Observed Table 
Liril 
Recall 5 
No recall 27 
Total 32 
Expected table: 
Liril 
Recall 7 
No recall 25 
Total 32 
Lux 
27 
0 
27 
Total 
59 
0 
59 
Lux 
8 
19 
27 
Tota 
13 
46 
59 
Lux 
6 
21 
27 
Total 
13 
46 
59 
0 
5 
27 
8 
19 
E 
7 
25 
6 
21 
(0-
4 
4 
4 
4 
-E)2 (0-E)^/E 
0.57 
0.16 
0.67 
0.19 
1.59 
The table value (3.84) is greater than theO^value 
(1.59) Hence the null hypothesis is accepted and there is 
no significant difference in recall of slogan for ads with 
sex appeal and ad withou sex appeal. 
3. Conviction: The problem here is as is the case 
with the visual. 
The observed table is: 
Liril 
Agree 32 
Disagree 0 
Total 32 
4. Opinion: 
(a) The score for Liril is: 
x(LR) = (19x5) + (10x4) + (2x3) + (1x1) 
32 
= 4.4 
ux 
7 
20 
27 
Total 
39 
20 
59 
(b) The score for Lux is: 
x(LUX) = (2x5) + (5x4) + (6x3) + (8x2) + (6x1) 
27 
= 2.6 
Thus, the relative positions of the ads are: 
Dislike Dislike Neutral Like Like 
Strongly Slightly Slightly Strongly 
1 2 2.6 3 4 4.4 5 
Lux Liril 
QUALITATIVE ANALYSIS 
1. Respondents were asked to give the main 
idea/message of the ads to check for 
comprehension. The main idea/message of the Liril 
ad was clearly "freshness and hygiene". For Lux 
the main idea was found to be "beauty soap". 
2. Respondents were also asked to state their reasons 
for their conviction (or otherwise) in the ad. 
The only reasons that people gave for being 
convinced by the Liril Ad people gave for being 
convinced by the Liril Ad was i s visual and 
location. The location (waterfall) was found to 
give a feeling of freshness. Most people were not 
convinced by the Lux ad because they felt it was 
making a false claim i.e. filmstars do riot use 
Lux. 
Almost 100% of the respondents liked the Liril 
visual tremendously. They liked the waterfall, 
the predominant use of the colour green, the jungle 
and the model. All these elements combined to 
give a very good effect. Respondents dislike the 
Lux ad for its use of filmstars. 
High Purchase intention for Liril was found 
because of the freshness and hygiene factor. The 
smell and colour of the soap also contributed to 
this. Finally the choice of a younger model only 
furthered this decision. Only two factors 
contributed to the purchase intention of the Lux 
soap: Colour of soap and smell and use of 
filmstars in its advertising. 
PRODUCT CATEGORY III - BATH TOWELS 
Bombay Dyeing Towels - Ad with sex appeal 
The ad is for bath towels but focusses so much on 
the girl that one often does not notice the towel. Almost 
the entire page is covered with the visual which shows the 
model draped in a bright yellow towel. She is very 
scantily dressed and has a cold but inviting look on her 
face. She is shown sitting in an indecent posture. Two 
towels, maroon & green in colour, are shown lying next to 
her. There is no copy to talk of except for the line "In 
glowing colours that wrap you in a dream". Next to this 
are the v/ork "Ultrx Luxury Towels" written. The Bombay 
Dyeing Logo is on the extreme left corner. 
The main idea of the ad is, as it mentions, 
"towels in bright colours that wrap you in a sensual 
dream". The ad makes use of blatant sex appeal to promote 
the brand. The ad is very eye-catching also due to the 
use of bright colours like yellow & green. 
JAGDISH TOWELS - AD WITHOUT SEX APPEAL 
This ad, by Anthem is one in a series of ads that 
have been released showing the wares of Jagdish Store. 
The ad shows 5 towels, 4 of which are sacked up one above 
the other. They are in pleasant shades of red, purple and 
cream. The 5th towel, a blue one, is shown alongside 
these but fails to catch ones attention. There is no 
compy to talk of save for the workds 'soft sensuous 
sensations, skin pleasures, tov;els: Beneath that is the 
Jagdish store logo. The slogan is almost lost in the ad. 
It is on the extreme right corner of the page in small 
white print - "Everything your home deserves under one 
roof". 
The ad is for bath towels and focusses solely on 
that. It comes across as a rather drab and lifeless 
visual. One would expect a little more focus on the copy 
and slogan also. Brighter colours would have brought out 
the best in the ad. 
DATA FINDINGS 
PRODUCT CATEGORY III - BATH TOWELS 
1. Unaided recall: 
(a) In case of the Bombay Dyeing Towels ad this figure 
was 74% (i.e.) 25 of 34 respondents recalled 
seeing it in the portfolio. 
(b) For the Jagdish Towels ad, it was 47% (i.e.) 16 of 
34 respondents recalled it. 
2. Aided recalli 
(a) For the Bombay Dyeing Towels ad, there was 94% 
aided recall (i.e.) 32 of 34 respondnts recalled 
the ad, when aided by product category. 
(b) This figure was/>v59% for the Jagdish Towels ad 
(i.e.) 20 of/24 irefepondnts recalled it. 
^^ K 
3. Element-wise recall: 
(i) Visual 
(a) There was 100% recall of the Bombay Dyeing Towels 
visual. All of the 32 respondents recalled seeing 
it. 
(b) For the Jagdish Towels ad 23 of 24 respondents 
recalled seeing the visual (i.e.) 96% recall. 
(ii) Copy 
(a) None of the respondents recalled the Bombay Dyeing 
Towels ad copy. 
(b) 33% of the respondents recalled the Jagdish Towels 
ad copy (i.e.) & of 24 respondents. 
(iii) Logo 
(a) 59% of the resondents (i.e.) 19 of 32 recalled the 
Bombay Dyeing Logo. 
(b) In the case of the Jagdish Towels ad, this figure 
was 33% (i.e.) 8 of 24 respondents. 
4. Conviction: 
(a) 53% of the respondents (i.e.) 17 of 32, were 
convinced by the Bombay Dyeing Towels ad. 
(b) 71% of the respondents (i.e.) 17 of 24, in case of 
Jagdish Towels ad, were convinced by it. 
5. Opinion (degree of like/dislike): 
(a) Opinion of the responden s of the Bombay Dyeing 
Towels ad centred around "Neutral". 
(b) In case of Jagdish Towels ad, the opinion was 
"Dislike Slightly" tending towards "Neutral". 
6. Purchase intention: 78% of the respondents said 
they would buy the Bombay Dyeing Towels as against 
22% who said they would prefer Jagdish Towels. 
DATA ANALYSIS 
Data is analysed on the same basis as in the previous 
product i.e. Soap and Condom. 
QUALITATIVE ANALYSIS 
1. Respondents were asked to give the main 
idea/messaage of the ads to check for 
comprehension. For the Bombay Dyeing Towels ad, 
most people (80%) felt the main idea was "Soft 
towels to create an aura of sensuality". This can 
be attributed entirely to the visual. In the case 
of Jagdish Towels as, 50% of the people felt its 
USP was softness. The others said the main idea 
was "good quality towels in a variety of colours & 
sizes". 
2. Respondents were also asked to state their reasons 
for their conviction (or otherwise) in the ad. 
Some of the main reasons that people gave for 
being convinced by the Bombay Dyeing Towels ad was 
the look of the model and the choice of model. 
The others who disagreed did so because of the 
indecent posture of the model. They also felt 
that emphasis should have been functionality 
people who agreed to the Jagdish Towel ad did so 
because of the visual particularly the colours of 
the towels and diffused lighting. The others 
thought that it was a lifeless ad, and did not 
show the use of the product. 
3. People appreciated the Bombay Dyeing Towels ad 
because of the model, her looks and her pose. 
They were also people who dislike the ad because 
of the visual and also the fact that the product was not 
highlighted enough. The Jagdish Towels ad was appreciated 
for its use of soft colours. 
4. Reasons cited for the high purchase intent of 
Bombay Dyeing Towels had nothing to do with 
the ad. People felt that Bombay Dyeing being 
reputed company would sell good quality 
products. The only reason for buying Jagdish 
Towels was its utility approach in the 
advertising. 
For a towel, people feel a utility item approach 
would be better. A towel is a highly personal item and 
ba hing a routine activity. A very functional approach 
needs to be used. One thing that Bombay Dyeing Towels had 
going for it was the Bombay Dyeing tag. That in itself 
was enough to convince people of quality and easy 
availability. 
8: CONCLUSIONS 
The Kamasutra ad was clearly the winner vis-a-vis 
the Adam ad, in more ways than one. The Fantasy dimension 
does attract a lot of attention but after this, has to be 
used very carefully. The viewer's attention must be held 
and translated into purchase action. The one thing that 
has to be kept in mind when using Fantasy is the age of 
the target group. In the case of Kamastura, since it is 
aimed at youngsters and the sample consisted of people in 
the age group of 19-23 years, there was a strong 
identification with the brand personality. This was also 
seen in the reasons for recommending the Kamasutra condom. 
Thus, a strong feeling of oneness with the Fantasy visual 
could translate into high purchase intention if dealt with 
carefully and appropriately. 
Using the Fantasy approach in India is like using 
a double-edged sword. On the one hand, the ad/commercial 
has to be bold enough to aptly depicit fantasy and yet on 
the other, not get so blatant as to outrage people's 
sensibilities. The Kamasutra ad is one very good example 
of this. Although most people like it and appreciated it, 
there is that one section of people who insist that it is 
in bed taste. This if where the advertiser needs to be 
extremely prudent in using sex appeal. 
2. •"'here are no misgivings about the popularity of 
the Liril ad. It is a very appropriate example of the 
Functional dimension. The ad does made use of sex appeal 
but does it very subtly. The idea is to promote the soap 
using the USP of freshness. The outdoor setting, the free 
flowing waterfall/ the colour green and to add to it all/ 
a young vivacious girl splashing around wildly brought 
home the message like no other ad did. 
With soaps and similar items of personal usage, it 
is possible to associate the use of sex appeal with the 
product. In fact, at such times, it comes across as being 
natural and inerent in the product. The functional 
approach can be used across age groups. Needless to say, 
it has to be aimed at a target group. There is a lot of 
congruity between the advertising and the product being 
advt-rtised. The idea is to give the impression that the 
product could not have been advertised in any other wa}-
except by way of sex appeal and that is the case with LiriJ. ^  
3. The Bombay Dyeing Ultrx Towels ad evoke mixed 
reactions from the respondents. Although it emerged the 
winner in terms of recall (unaided, aided and element 
v/ise), not too many peot le were convinced by it. This 
comes from the fact that v.se of sex appeal for the Bombay 
Dyeing Towels ad is Inappropriate in the sense that there 
is no conggruity between the illustrations and the product 
being advertised. The ad focusses so much on the girl 
that one does not notice the towel at all. Even if it 
does get noticed, it is something the girl has draped 
around her. The focal point is the girl and not the towel 
like it should be. It defeats the entire purpose of the 
ad. 
In Inappropriate approach almost always never 
works. Its use of sex appeal comes across as being 
indecent, obscene, unnecessary, etc. This attitude 
towards it holds good across age groups. Even the people 
who appreciated it, did not quite do so after finding out 
that it was an ad for a towel. Functionality or the 
utility approach would have been much more suitable in 
this product category. There has to be some logical 
connection between the illustration and the product being 
advertised in order to drive home the message. 
In essence, the advertiser has at his disposal the 
use of fantasy and functional approaches to sex appeal in 
advertising. Inappropriate approach is as the name 
suggests, inappropriate and only serves to cause 
dissonance. 
9: ANNEXURES 
9.1 : Control advertisements 
9.2 : Questionnaire 1 - product category 1 
-condoms (print ads) 
9.3 : Ques ionnaire 2 product category 2 
Bath Towels (print ads) 
9.4 : Questionnaire 3 product cat egory 3 
-soaps (TV commercials) 
9.2: QUESTIONNAIRE 1 
L. Can you recall having seen any ads in the last 2-3 
weeks? Which ads? Which media? 
a) Kamasutra c) Bombay Dyeing Towels e) Liril 
b) ADAM d) Jagdish Towels f) Lux 
(To be ticked accordingly) 
2. (Show portfolio) Name: 
Age Sex : 
Educational Qualifications: 
3. Among the ads you just saw, which ones can you 
recall? 
a) Kamasutra C) Bombay Dyeing Towels 
b) ADAM d) Jagdish Towels 
4. Can you recall having seen any condoms ads? 
a) Kamasutra b) ADAM 
5. Do you remember seeing the Kamasutra ad? 
a) Yes b) No 
6. What do you remember about the ad? 
a) Visual 
b) Headline 
c) Copy 
d) Slogan e) Logo 
7. What do you think to the main idea/message of the 
ad ? 
8. Do You agree/disagree with the claim made by the 
ad? Reasons. 
9. What did you like/dislike about the ad? Reasons. 
10. How would you rate the ad on the following scale? 
1. Dislike Strongly 2. Dislike Slightly 
2. Neutral 4. Like Slightly 
5. Like Strongly 
11. Do you remember seeing the ADAM ad? 
a) Yes b) No 
12. What do you remember about the ad? 
a) 
b) 
c) 
d) 
e) 
13, 
14. 
Visual 
Headline 
Copy 
Slogan 
Logo 
What do y 
Do you c 
ou think is the main idea/message of the ad 
agree/disagree with the claim made by the 
ad? Reasons. 
15. What do you like/dislike about the ad? Reasons 
16. How would you rate the ad on the following scale? 
1. Dislike Strongly 
2. Dislike slightly 
3. Neutral 
4. Like Slightly 
5. Like Strongly 
17. If you were recommend a condom, would you recommend 
a) Kamasutra or b) ADAM? Why? 
9.3: QUESTIONNAIRE 2 
1. Can you recall having seen any ads in the last 2-3 
weeks? which ads? Which media? 
a) Kamasutra c) Bombay Dyeing Towels e) Liril 
b) ADAM d) Jagdish Towels f) . Lux 
(To be ticked accordingly) 
2. (Show portfolio) Name: 
Age: Sex: 
Educational Qualifications: 
3. Among the ads you just saw, which ones can you 
recall? 
a) Kamasutra c) Bombay Dyeing Towels 
b) ADAM d) Jagdish Towels 
4. Can you recall having seen any towels ads? 
a) Bombay Dyeing Towels b) Jagdish Towels 
5. Do you remember seeing the Bombay Dyeing Towels ad? 
a) Yes b) No 
6. What do you remember about the ad? 
a) Visual 
b) Headline 
c) Copy 
d) Slogan 
e) Logo 
7. What do you think to the main idea/message of the ad? 
8. Do you agree/disagree with the claim made by the ad? 
Reasons. 
9. What <fid you like/dislike about the ad? Reasons. 
10. How would you rate the ad on the following scale? 
1. Dislike Strongly 4. Like Slightly 
2. Dislike Slightly 5. Like Strongly 
3. Neutral 
11. Do you remember seeing the Jagdish Towels ad? 
a) Yes b) No 
12. What do you remember about the ad? 
a) Visual 
b) Headline 
c) Copy 
d) Slogan 
e) Logo 
13. What do you think is the main idea/message of the ad? 
14. Do you agree/disagree with the claim made by the ad? 
Reasons. 
15. What do you like/dislike about the ad? Reasons. 
16. How would you rate the ad on the following scale? 
1. Dislike strongly 
2. Dislike Slightly 
3. Neutral 
4. Like Slightly 
5. Like Strongly 
17. The next time you are to buy a towel, would you buy 
a) Bombay Dyeing Towels or b) Jagdish Towels? Why? 
9.4: QUESTIONNAIRE 3 
1. Can you recall having seen any ads in the last 2-3 
weeks? Which ads? Which media? 
a) Kamasutra c) Bombay Dyeing Towels e) Liril 
b) ADAM d) Jagdish Towels f) Lux 
(To be ticked accordingly) 
2. Namer Age: Sex: 
Educational Qualifications: 
3. Can you recall seeing any soap ads on TV? 
a) Liril b) Lux 
(To be ticked accordingly) 
4. Do you remember seeing the Liril ad? 
n) Yes b) No 
5. What do you remember about the ad? 
a) Visual 
b) Slogan 
c) Jingle 
6. What do you think to the main idea/message of the ad? 
7. Do you agree/disagree with the claim made by the ad? 
Reasons. 
What do you like/dislike about the ad? Reasons. 
9. How would you rate the ad on the following scale? 
1. Dislike strongly 4. Like Slightly 
2. Dislike Slightly 5. Like Strongly 
3. Neutral 
10. Do you remember seeing the Lux ad? 
a) Yes b) No 
11. What do You remember about the ad? 
a) Visual 
b) Slogan 
c) Jingle 
12. What do you think is the main idea/message of the ad? 
13. Do you agree/disagree with the claim made by the ad 
Reasons. 
14. What do you like/dislike about the ad? Reasons. 
15. How would you rate the ad on the following scale? 
1. Dislike Strongly 
2. Dislike Slightly 
3. Neutral 
4. Like Slightly 
5. Like Strongly 
17. The next time you are to buy a soap, would you buy 
a) Liril or b) Lux? Why? 
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